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Abstract
This article takes a quantitative approach to Spanish radio advertising and the stereotypes and female roles that it broad-
casts in a medium that has traditionally had high female audience rates in our country. From content analysis of 679 radio
ads extracted from the 3 main general Spanish radio stations and collected 10 years apart, the study attempts to show the
evolution (or regression) of how radio advertising portrays women. The radio in Spain has always been amedium anchored
in the real world that has also provided some degree of space to broadcast social movement. #MeToo, as a phenomenon
promoting female empowerment, was no exception. Therefore, this longitudinal study aims to demonstrate whether the
social movements that led to increased female activism have been reflected in a change of roles and stereotypes pro-
jected by radio advertising messages. The work presented here looks at the concept of role from a dual perspective: firstly,
it focuses on the role played by female voices in radio advertising items. Secondly, it works on the concept of role by
assimilating it into the female image projected in radio advertising items. The results obtained between the two samples
are remarkably similar, demonstrating a clear tendency to polarise the female image and confirming that women are still
being portrayed in significantly traditional roles.
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1. Introduction
Social media has become a loudspeaker for anyone
wishing to publicly denounce complex situations that
women still have to deal with these days: Violence in
their homes, sexual harassment or discrimination in the
workplace. Contents circulating around these networks
demonstrate a wide-reaching social problem, and also
bring to light activism driven both by feminist collec-
tives and by individuals. One recent case is the #MeToo
movement which was started in 2006 by the African
American activist Tarana Burke, who used ‘me too’ to
offer support and solidarity to a young girl who had
confided in her regarding sexual abuse (Hillstrom, 2019).
A decade later, the movement was adopted and ampli-
fied by the Hollywood actress Alyssa Milano (Chawla,
2019). Her #MeToo tweet unleashed a wave of support
for women who had been sexually harassed by producer
HarveyWeinstein, whilst also encouraging other women
to report similar situations in similar contexts, allowing
the campaign to spread all over theworld with variations
on the hashtag (Di Caro, 2017).
The #MeToo movement exemplifies how, as in the
last decade, we have seen an increase in female expres-
sion and activism (Pruchniewska, 2016) andhow relation-
ships between genders have been reconfigured (Matich,
Ashman, & Parsons, 2019). The developing Internet has
been a great ally in this new feminist wave, largely
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responsible for taking the movement to the next level—
the so-called ‘fourth-wave feminism’ (Benn, 2013)—
and advertising communication was no stranger to
these trends. The appearance of movements such as
Femvertising (Bahadur, 2014), that claim to empower
women, or campaigns such as Gillette’s We Believe: The
Best Men Can Be (2019) attempting to banish messages
associated with ‘toxic masculinity’ (Neff, 2019), demon-
strates the growing negative reaction to sexist content
and objectification of women in persuasive messages.
We should not forget that advertising is considered to be
a reflection of society (Sánchez, 2003) and at the fore-
front of social trends, although it also strengthens some
of the most archetypal profiles of traditional women
(Hurtz & Durkin, 1997; Khalil & Dhanesh, 2020; Lysonski,
2015; Napoli & Murgolo-Poore, 2003; Plakoyiannaki,
Mathioudaki, Dimitratos, & Zotos, 2008).
A decade ago, concern that these social move-
ments have repercussions on and transfer to advertis-
ing messages, led our research group to begin analysing
female roles and stereotypes in radio advertisements.
We decided to choose the radio because it is a medium
bound to the present day and immediacy and, therefore,
alerts to what is going on around it. Furthermore, histor-
ically, before the arrival of audiovisual media, Spanish
radio excelled at bringing together advertising, con-
tent and a female audience (Balsebre & Fontova, 2018;
Guarinos, 2008). The first studywe conducted took place
in 2008–2009, two years after the #MeToo movement
began. Considering themovement’s poor initial repercus-
sions internationally—particularly the poor media inter-
est it aroused (Leung &Williams, 2019)—its proximity in
time to the research and the lack of data that might pro-
vide a comparison, the results gave us a snapshot of the
female roles and stereotypes to be found in Spanish radio
advertisements, although it is not possible to assess
whether changes are taking place in radio advertising.
The boom and viral aspects of the #MeToo movement
a decade after its creation, alongside more social move-
ments in favour of women’s rights, would lead us to
believe that advertising should be part of this new real-
ity. So, the study presented here is a replica of what we
carried out in 2008–2009. A decade seems to be long
enough for changes to have taken place socially and be
reflected in advertising. With this aim, the task involved
identifying themain roles and stereotypes in radio adver-
tising insertions through content analysis. To do this,
a coding table was drafted featuring 3 major analysis
groups and 11 classification categories. In turn, the role
category was divided into 10 items that helped us iden-
tify the function of the female voice within the advertis-
ing item, while the stereotype category was divided into
25 items to be able to classify advertisements based on
the image that they projected of women.
Consequently, this article aims to identify the main
female roles and stereotypes and analyse these possible
changes to female representation in audio advertising.
To do so, we have chosen persuasive messages broad-
cast by Spanish radio. There are several reasons for this
decision. Firstly, Spanish women have historically been
the main radio audience in our country and, although
the female listener profile has changed substantially over
the last few years, the female audience has remained
loyal to the radio. Currently, almost half the radio audi-
ence in Spain is made up of women (Asociación para la
Investigación deMedios de Comunicación, [AIMC], 2020).
Secondly, because the radio is a medium with a high
penetration rate among the Spanish population, 55.7%—
half of themwomen—making it the fourthmedium after
television, outdoor and the Internet. In terms of invest-
ment, the situation is similar. The radio sits comfort-
ably among investment for conventional media, varying
between third and fourth place (InfoAdex, 2020; Revilla,
2010). Combining the media’s penetration figures in our
country with the target profile from the gender per-
spective and the advertising investment received by the
medium justifies focussing on the relationship between
women, radio advertising content, and the image that
this puts across.
Thirdly, studies in relation to gender stereotypes
in radio advertising have focused on the role of the
voices in the ads from the point of view of linking them
to credibility (Bates, Ivanič, & Somasundaram, 2018;
Ivanič, Bates, & Somasundaram, 2014; Martín-Santana,
E. Reinares-Lara, & P. Reinares-Lara, 2017) or on analy-
sis of gender stereotypes (Diabah, 2019; Furnham &
Thomson, 1999; Hurtz & Durkin, 1997; Melton & Fowler,
1987; Neto & Santos, 2004), but not on the role that
wemight attribute to radio advertising voices—their ulti-
mate goal—and, at the same time, which image (stereo-
type) they help create in the recipient’s mind.
Fourthly, the scarce number of articles that look in
greater depth at the relationship between radio adver-
tising and gender studies (Furnham & Thomson, 1999;
Monk-Turner, Kouts, Parris, & Webb, 2007) as the major-
ity of these articles concentrated on the medium of
television or printed press (Landreth & Zotos, 2016).
This gap is clear in Spain when compared to other
media, and the situation does not vary much interna-
tionally. The topic of stereotypes and feminine roles has
been widely studied using other advertising supports,
both audiovisual and graphic (Costa Pereira, Veríssimo,
Castillo, & Correia, 2013; Diabah, 2019; Messias, Veludo-
de-Oliveira, & Pereira, 2020), but there are barely a
dozen contributions on how gender stereotypes are
treated on the radio (Diabah, 2019; Fajula, Souto, &
Barbeito, 2009; Furnham & Schofield, 1986; Furnham &
Thomson, 1999; Gil, 2007; Gil & Guerrero, 2016; Hurtz
& Durkin, 1997; Lowy, Crespo, & Roda, 1985; Melton &
Fowler, 1987; Monk-Turner et al., 2007; Neto & Santos,
2004; Piñeiro-Otero, 2011, 2012). Low interest among
researchers can probably be blamed on major adver-
tisers’ low presence on the radio, the dominant news
style in its commercial messages, the radio’s traditional
subsidiary role as an advertising medium, the lower
potential attributed to radio messages compared to
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television (Gil & Guerrero, 2016) and the lack of image.
Consequently, our article aims to fill the gaps around
studies of gender roles and stereotypes in radio adver-
tising and, therefore, provide for a more panoramic and
global vision of advertising as a means of transmitting
stereotypes in Spain.
2. Women and Gender Stereotypes in Advertising
Research on gender stereotypes has proliferated since
the 1960s (Napoli & Murgolo-Poore, 2003), particularly
any related to the image projected of women. Traditional
stereotypes that put women firmly in the home, as a sub-
missive, sexual object, dependent on men and incapable
of making important decisions (Courtney & Lockeretz,
1971) are increasingly rejected by women who do not
feel representedby the image that is projectedof them in
advertising (Lundstrom & Sciglimpaglia, 1977). And this
is not only rejected by women. Courtney and Whipple
(1983) state that, as time goes by, traditional roles tend
to bother major segments of consumers. Despite rais-
ing the need almost 50 years ago to adhere to women’s
wishes to be represented in other roles (Courtney &
Lockeretz, 1971) and that there is increasing evidence
that many female stereotypes that continue to appear
in advertising should be a thing of the past, the adver-
tisers and creators of commercial communication seem
to be oblivious to this reality. Although women have
made great progress in the job market, advertising is
determined to undermine their activity, reflecting not
their real behaviour and activity but the idea of how
they should behave (Hassanaath, 2020). As a basis for
change, the need is raised to improve awareness among
advertisers concerning their responsibility to present
womenon amore equal footingwithmen (Gallego, 2009;
Napoli & Murgolo-Poore, 2003), without forgetting the
role of the media and advertising as opinion leaders
(Zhou & Chen, 1997), agents for socialisation (Wanhsiu,
2010) and broadcasters of desirable behaviour patterns
and models (Casado-Mestre, 2005; Navarro & Martín,
2013). Stereotypes have an impact on society (Ford, Voli,
Honeycutt, & Casey, 1998) because how they represent
men and women is perceived as the real image (Zhou &
Chen, 1997).
Encountering traditional female stereotypes in adver-
tising from the 70s might seem normal, but their slow
evolution is surprising, even more so the continuity of
more negative stereotypes, in some cases even worsen-
ing them (Ferguson, Kreshel, & Tinkham, 1990). More
recent studies demonstrate the prevalence of traditional
roles associated with women in advertising (Hassanaath,
2020; Knoll, Eisend, & Steinhagen, 2011) such as pre-
senting women in decorative roles (Landreth & Zotos,
2016), family-oriented roles or playing second fiddle to
men (Uray & Burnaz, 2003). However, it is also true
that the stereotypical image of women has improved
over time (Lazar, 2009; Zhou & Chen, 1997) and adver-
tising tries hard to sell the idea of joint responsibility
between men and women, balancing out the presence
of women in the public sphere and men in the home
(Aramendia, Olarte, & Hatzithomas, 2020; Lobo, 2011).
However, some authors detect a tendency for both real-
ities to co-exist in conflict: On the one hand, a propen-
sity to represent women in traditional roles (Middleton,
Turnbull, & de Oliveira, 2020; Vaca, Carpio, Barrazueta,
& Ordóñez, 2019); and on the other, to show them
as assertive, independent, with public presence (Lazar,
2009), linked tomoremodern roles and figures of author-
ity (Khalil & Dhanesh, 2020; Michell & Taylor, 1990).
Spanish, and international, research has particularly
focussed on television and the press. These studies not
only reveal the persistence of traditional roles (Berganza
&del Hoyo, 2006), but also the scarce evolution of stereo-
types over time and their distance from real women
(Treviños & Díaz-Soloaga, 2018), although the stereo-
types considered to be most damaging to women, such
as housewife and mother (Sánchez, 2003), seemed to
be clearly disappearing in the late 20th century (León,
2001), with a further leaning towards adopting charac-
teristics deemed to be masculine, such as being aggres-
sive, imposing and arrogant (Díaz &Muñiz, 2008). Scarce
studies on radio stereotypes in our country demonstrate
under-representation of women (Fajula et al., 2009;
Gil, 2007; Piñeiro-Otero, 2012), the existence of clearly
androcentric advertising (Gil, 2014), giving men and
women diametrically opposed roles and the prevalence
of traditional roles (Fajula et al., 2009; Piñeiro-Otero,
2011, 2012). The few exceptions that can be found,
projecting a current and modern image of women (Gil,
2014), are a ray of hope regarding the radio’s poten-
tial to break the vicious cycle of sexist stereotypes in
radio advertising.
3. Objectives and Research Method
In 2008, our research group Publiradio (Autonomous
University of Barcelona) analysed female stereotypes in
general prime-time radio advertising. The proposal pre-
sented here is the replica of this study to observe the
evolution of roles and stereotypes in Spanish radio adver-
tising through a longitudinal study.
The research questions are as follows:
RQ1: Can changes be seen in relation to the presence
of sexist stereotypes and roles in Spanish radio adver-
tising over the last decade?
This first question is formulated to see how far this is a
regressive process and, therefore, as upheld by authors
such as Gil and Guerrero (2016), whether archaic values
prevail, evenwhen the radio has been improving or ‘pret-
tying up’ its advertising in this respect or, on the contrary,
whether the evolution is positive.
After answering this first question, it is interesting to
analyse how current radio advertising presents women,
so three further questions are relevant:
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RQ2:What are the dominant roles and stereotypes in
Spanish radio advertising?
RQ3: What picture of women does radio advertising
paint, as broadcast on the most popular radio sta-
tions in Spain?
RQ4: As an advertising vehicle, does the radio still
employ traditional roles assigned to women?
The analysis units were extracted from recording pro-
grammes on the three main general Spanish radio sta-
tions (SER, COPE and Onda Cero) that play advertising.
The broadcasters were selected based on data from
the General Media Study by the AIMC, the benchmark
company in the sector on the Spanish market following
maximum audience criteria (AIMC, 2020). The recorded
period thereby goes from 9am to 12pm, coinciding
with the highest radio audience levels in Spain (prime-
time radio). Two series were collected, the first during
autumn–winter 2008–2009 and the second in the same
period, a decade later, for 2018–2019. Holiday periods
(Christmas), bank holidays and weekends were avoided
as regular programming and advertising might differ at
this time. In both periods, aweekwas selected at random
and the schedule was recorded on one day, also chosen
at random. The researchers checked that no substantial
changes were made within the advertising schedule for
the same week. Recording several days did not reveal an
increase in new advertising insertions but in repetition,
so the sample was analysed.
In total, 679 advertising insertions were compiled
that were broadcast in one day in the given time frames:
440 in the first recording and 239 in the second. The dif-
ference between the first sample and the second can be
explained by the drop in advertising investment due to
the international economic crisis that began in 2008 and
due to advertisers’ waning interest in the radio medium.
Advertising investment in radio reached €537,3million in
2009 while this figure had dropped to €486,4 million by
2019 (InfoAdex, 2020; Revilla, 2010).
The 679 advertising messages were recorded, lis-
tened to and the content was analysed. Content analy-
sis “is a procedure for classifying qualitative information
to obtain data amenable to quantitative manipulation”
(Neto & Santos, 2004, p. 136) and lets us take a closer
look at how the image of women is constructed through
radio advertising. It is important to highlight that, the
work presented here looks at the concept of role from
a dual perspective: Firstly, it handles the concept of role
focussed from the point of view of the role played by the
woman’s voice in the radio advertising item; secondly, it
works on the concept of role by assimilating it into the
image that is projected of women in the radio advertis-
ing items (stereotypes).
To perform the analysis, a template was designed
that was structured into different categories (see
Table 1). Each advertising insertion was analysed and cat-
aloguedwithin these variables. After identifyingwhether
female voices were present, and how many, in each
insertion, all items were labelled within the categories
devised regarding the roles of female voices (8) and
stereotypes (23) that emerged from listening to adver-
tisements, the specialised literature review and authors’
actual knowledge and experience as researchers in the
audio advertising field and how gender is treated in
advertising (see Tables 2 and 3).
For data systematization, a list of variableswas drawn
up that will represent both the diversity of female roles
applied to female voices and also stereotypes (projected
image). In the first case, eight roles were defined, con-
sidering the main objective of the message and the role
played by the female voice. Cases were also considered
where the rolewas not clear or had not been defined and
cases where no female voices were present (see Table 2).
Regarding stereotypes, we chose to design an analy-
sis template that will go into greater depth on the
classification of roles and stereotypes. To do so, a
Table 1. Analysis units.
Analysis unit Variables
Item identification • Item identification number
• Year of broadcast
• Station




Advertising item • Presence of speaker (male/female/both)
• Number of speakers (female/male voices)
• Role of the woman
• Stereotype
Note: * The taxonomy per sector is based on the InfoAdex classification.
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Table 2. Variables for roles.





Thrill Identify with brand values
Dramatize Role-playing within a storytelling
Filler Female voice just as emotional filling
Brand image Represent the brand (brand voice)
Not clear/not defined
There is no female voice/not applicable
taxonomy was also drawn up from own data using con-
tributions from Lysonski (1985), McArthur and Resko
(1975) and Pérez Gaulí (2000). So, the initial proposal
by McArthur and Resko of spouse, parent, home-
maker, worker, professional, real-life celebrity, inter-
viewer or narrator, boyfriend/girlfriend and other was
included in the list of stereotypes, that was amplified
and redefined up to 25 analysis categories (see Table 3).
Table 3. Variables for stereotypes.



























To determine the image that is projected of women in
radio advertising, content analysiswas run on each of the
679 insertions in the sample to detect if there was con-
tent likely to be considered as stereotyped, depending on
the classification previously determined for this purpose.
The same researchers—a total of five people, four
women and oneman—made the recording and encoded
it. Discrepancies during classification were pooled and
discussed to complete the database they had used. For
any items where more than one stereotype was identi-
fied, the predominant one was chosen.
4. Main findings
4.1. Roles of Female Voices
To find out which roles are played by the female voice in
radio advertising in Spain, 226 insertions were selected
from 2008–2009, 112 from 2018–2019 and 341 items
were discarded that did not contain a female voice, and
so were classified as ‘not applicable.’
The main function that we can identify in the adver-
tising insertions for both series was to inform, where the
female voice acts as the narrator or interviewer with the
simple aim of putting across information. In any case,
this type of advertising differs very little, if at all, from
the informative style of radio news blocks. This func-
tion of the female voice is found in 162 items from the
2008–2009 period (36.8% of the total) and in 63 in the
2018–2019 series (26.4%). It is important to highlight
that in these cases, the female voice is not related to a
voice of authority, an expert or a prescriber, but seeks
something more neutral: Merely putting across informa-
tion. In many cases, the presence or lack of presence of
the female voice is irrelevant so it could be there or not.
If we analyse the results by series, we find that in
the first period—2008–2009—the second most promi-
nent role, a long way from the informative role, is that of
the product users (4.3%), followed by persuading (3.6%)
where the woman acts as the adviser or friend (see
Figure 1). The female voice develops the role of the per-
son who knows the product being advertised and recom-
mends its use. This is followed by the role of the female
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Figure 1. Female roles in 2008–2009.
voice as emotional filling (2.9%) where the woman’s
voice aims to move the audience based on giving the
communication warmth and the role of dramatizing that
we identified as the main speaker playing a certain role
in the fictional story (grandmother, mother, girlfriend,
worker, etc.) to help put across the story (2%). As a much
more residual representation, we find the brand image
role, concentrated on a single advertiser and a single
brand: El Corte Inglés. Finally, the role of the woman as
an expert/prescriber appears in only 1.3%of cases, show-
ing the low interest in making women voices of authority.
In the second period—2018–2019—in addition to
the role of narrator/interviewer, there are two others
that stand out: dramatizing and identifying women as
product users, with 7.5% and 5.8% respectively. In this
series, the role of advisor or friend appears in a smaller
number of insertions (2.9%). The role ofwomen is almost
anecdotal as experts or prescribers with 1.6%, as the
brand image (also associated with El Corte Inglés; 1.3%),
emotional filling (0.8%) and one insertion that aims to
move audiences through the values that the brand puts
across (see Figure 2). Comparing the data, we can see
how a decade later, there is increased weighting of the
role of identifying the woman as the product users and
women as the voice of authority remains at practically
invisible levels, where she might talk from an expert per-
spective and not just as a mere consumer. At first glance,
it seems that little progress has been made from the
point of view of the role that thewomen’s voice develops
in Spanish radio advertising, particularly considering that
the role that she adopts in her function to put across the
advertising message, be it informative or fictional, has
repercussions on the image projected of her.
4.2. Stereotypes of Women in Radio Advertising
Gender stereotypes can be catalogued in only 5 cases
of insertions that did not have a female voice and in
Figure 2. Female roles in 2018/2019.
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16 items where the female voice took the narrator role.
Once cases were registered where no stereotype was
identified or this was not clear, we were left with 150
analysis units in which we could identify stereotypes
associated with women, that represent 22% of the total
sample. 93 insertions correspond to the first series and
57 to the second.
Out of the 23 stereotypes that we defined in the-
ory (without counting the unclear/undefined and not
applicable cases), we find 5 stereotypes that were not
represented in the sample: the trophy wife, rebel/
ground-breaker, submissive/dependent, silly/clueless
and femme fatale.
In Table 4, we locate the number of insertions with
the different gender stereotypes in both series. It is
interesting to note that the most represented roles in
this first series are divided into two clearly different
images of women. On the one hand, stereotypes bound
to roles that, although they do not portray them directly
as a housewife, tie them to domestic tasks or they are
associated with a negative stereotyped shopper image.
The other most represented role is the symbol of beauty,
as if a woman’s life goals should include being beauti-
ful. On the other hand, women are portrayed in their
role as worker or professional and as someone who
knows how to make decisions. In the latter case, the
clever/knowledgeable woman, there are two comments:
the woman is knowledgeable, and the man looks ridicu-
lous in his ignorance and takes on the role of the fool.
However, she is not portrayed as an expert but some-
one who knows the best thing to buy when shopping.
Therefore, although the role has positive nuances in the-
ory, the context means that, once again, the importance
of her opinion is minimised: Women don’t know about
truly important matters.
After a decade, we see that the role of the woman as
a symbol of beauty stands in first place while the shop-
per/bargain hunter has dropped to fourth. The stereo-
type of the committed woman has risen remarkably
where she is portrayed as socially aware and implicated
in welfare causes (solidarity, environment, etc.) that
moves up to second position in 2018–2019. The other
two remarkable changes in this period are the rise in the
representation of women as someone who is concerned
(by safety, by health, etc.) that moves up to third posi-
tion with the same number of insertions as the stereo-
type for the clever/knowledgeable woman and the drop
in the role of the woman as a worker/professional for
which we only found one item. As for new incorpo-
rations in relation to the previous season, we have
the roles of the exaggerated/unhinged/paranoidwoman,
the follower/indecisive woman and the woman as a
Table 4. Female role/stereotypes in both series.
No. of No. of % of total % of total % of insertions % of insertions
Role/stereotype insertions insertions sample sample with stereotypes with stereotypes
(projected image) 2008–2009 2018–2019 2008–2009 2018–2019 2008–2009 2018–2019
Shopper/bargain hunter 32 6 7.3 2.5 34.4 10.5
Symbol of beauty 13 13 2.9 5.5 14 22.8
Clever/knowledgeable 12 7 2.7 2.9 12.9 12.3
Worker/professional 7 1 1.6 0.4 7.5 1.75
Empowered/entrepreneur 6 0 1.4 0 6.5 0
Mother/carer 5 2 1.1 0.8 5.4 3.5
Young and modern 4 0 0.9 0 4.3 0
Committed 3 8 0.7 3.4 3.2 14.05
Independent/initiative- 3 4 0.7 1.7 3.2 7
taking/active
Expert/prescriber 2 1 0.5 0.4 2.1 1.75
Concerned 2 7 0.5 2.9 2.1 12.3
Controlling/gossipy 1 0 0.2 0 1.1 0
Sexual object 1 0 0.2 0 1.1 0
Seductive/persuasive 1 0 0.2 0 1.1 0
Housewife 1 1 0.2 0.4 1.1 1.75
Wife/companion 0 5 0 2.1 0 8.8
Exaggerated/unhinged/ 0 1 0 0.4 0 1.75
paranoid
Follower/indecisive 0 1 0 0.4 0 1.75
Total 93 57 21.1 23.8 100 100
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wife/companion. On the other hand, the young andmod-
ern roles, controlling/gossipy, empowered/entrepreneur,
seductive/persuasive are not represented in this sec-
ond series.
5. Conclusions
In the midst of the 21st century, women are claiming
their right to play an active role in society and discard
the routines, customs and stereotypes that have symbiot-
ically bound them to the facets of mothers, carers, wives,
housewives and sexual objects. Film, art, literature and
advertising have nurtured some of the foulest stereo-
types of traditional women and, although they should
be buried by the passing of time and the boom of femi-
nist movements, we see how in the case of Spanish radio
advertising, this evolution is slow and, in some cases,
even seems to be taking a step backwards rather than
forwards in line with findings by Ferguson et al. (1990).
At the start of our research, we wondered if it might
be possible to see changes in radio advertising (RQ1)
and if there was continued use of roles and stereotypes
traditionally assigned to women (RQ4). The analysis of
679 radio advertising insertions collected in two series,
10 years apart, shows few changes regarding the image
projected of women and reaffirms that women are still
being portrayed in significantly traditional roles.
In relation to RQ2, the results obtained showwomen
represented through stereotyped formulas with two
clearly opposing images. On the one hand, they are
portrayed through traditional stereotypes as symbols of
beauty, shoppers, mothers and carers or wives and com-
panions. On the other, representations are used that
attempt to break these more classic stereotypes by giv-
ing them traits linked to working women who are pro-
fessional, independent, take the initiative, active, mod-
ern or entrepreneurial. The results coincide with find-
ings from other studies which have also analysed gender
stereotypes in radio advertising (Diabah, 2019). The dom-
inant stereotypes show a clear tendency to polarise the
image of women and they do not demonstrate a clear
step back in the presence of more traditional roles.
The persistence of traditional roles demonstrates a
trend among advertisers to put across an image of tra-
ditional women along the line of the results obtained in
other research (Berganza & del Hoyo, 2006; Furnham &
Schofield, 1986; Hurtz&Durkin, 1997). In relation toRQ3,
Spanish radio advertising projects a predominantly sex-
ist, classic imagewithmany negative rather than positive
attributes for women.
There is a noticeable boom in the role of the con-
cerned woman and the committed woman, whose pres-
ence hasmultiplied by 6 and 5 respectively, over 10 years.
In the first case, the context derived from the economic
crisis begun in 2008might help to explain the stereotype
of a woman concerned by security (home, family, eco-
nomic stability, etc.). In the second case, the increase in
ecological awareness and commitment to social causes is
reflected by including awoman in advertisingwho is com-
mitted to disadvantaged people and care for the envi-
ronment. We should not forget that the average donor
in Spain is a woman aged 49, married or with a stable
partner and with qualifications (Kantar Millward Brown
&Asociación Española de Fundraising, 2018), so it comes
as no surprise that we see this profile reproduced in
radio advertising.
Men usually take on the role of narrators from the
point of view of the expert or prescriber whilst this role
is entirely residual among women (Furnham& Thomson,
1999; Hurtz & Durkin, 1997). In this respect, it is remark-
able that the results obtained in 2018–2019 do not dif-
fer from the findings of the first studies on stereotypes
in radio advertising. McArthur and Resko (1975) already
concluded thatmen had a dominant role to play in adver-
tising with scientific and rational articles and they were
presented to a greater extent as experts and voices of
authority. Neto and Santos (2004) came to the same
conclusions. Almost 45 years after the initial snapshot,
Spanish radio advertising is practically the same.
To counter the practical invisibility of women as a
voice of authority, it is usual to find her taking the role of
user of a certain product and giving advice from her own
experience, as a friend. Although in theory this became
negative over a long period, as it seems to deny women
their capability to act as an expert voice, in the current
context, it might be positive. The boom of the Internet
and social media has caused a complete turnaround in
relation to the type of communication that consumers
trust. The success of platforms such as TripAdvisor, ser-
vices such as Trusted Shops and the proliferation of user
reviews and opinions on most websites makes it clear
that we trust opinions from other consumers, real users,
more than the brand, as we consider consumer opinions
are neither conditioned nor interfered with. In this con-
text, the role of women as users, advisers and friends has
a greater chance of seeming credible and will give posi-
tive results for the brand.
The absence of evidence of images, control of the
informative style in radio advertising and the fact that
certain business sectors do not include radio in their
media strategy leads to lower presence of insertionswith
stereotyped content. This can help explain the low inter-
est raised by research into gender stereotypes in radio
advertising compared to studies foundon this same topic
referring to the television or printed media. The scarcer
presence of stereotypes can lead to a false sensation
that they do not exist when, as we have seen, this is
not the case. Radio advertising presents indices of stereo-
typed content which are similar to what we found in
television (Neto & Santos, 2004). It is interesting to high-
light that stereotyping women as sexual objects does
not appear on radio advertising while it is usually one
of the predominant stereotypes in graphic and audiovi-
sual media (Chacón, 2008). In these media, this usually
implies a tactic to attract the recipient’s attention (Kerin,
Lundstrom,& Sciglimpaglia, 1979) using a sensual-sexual,
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highly idealised image. The lack of image, as we men-
tioned, surely explains the absence of this stereotype in
radio advertising.
The scrutiny to which television is subjected in its cur-
rent role, with a nod to the Internet, of prime medium
among certain segments of the Spanish population,
means that stereotypes such as the housewife have dis-
appeared from TV advertising (Martín Casado, 2012).
On the other hand, the label of second-class medium
that has been traditionally given to the radio in Spain
helps more traditional stereotypes last longer, such as
those we have just mentioned.
There has been a remarkable change among adver-
tising items between the first and second series.While in
the first series, the pressure to attain an ideal of beauty
exclusively targeted women, in the second period, we
see this pressure being transferred to men. In this case,
the iconographic model that is held up is mesomorph
(athletic) for men and endomorph (slim) for women.
Radio as an advertising medium linked to proximity,
above all thanks to local programming, makes it easier to
appeal directly to the recipient to behave in a certain way.
In our case, one of the most widely represented stereo-
types in both series is the shopper/bargain hunterwoman
and we saw how the El Corte Inglés advertiser makes
the most of advertising insertions by mentioning that its
stores open at 10 am as a reminder to incite purchase.
To sum up, the results obtained are quite consistent
with the studies that we could find internationally on
gender radio advertising which implies, on the one hand,
thatmany of the stereotypes are universal and transcend
cultures and borders. On the other, obtaining similar
results so many years apart demonstrates the slow evo-
lution of radio advertising. The longitudinal study pre-
sented here is, as mentioned byMilner and Higgs (2004),
oneof the fewattempts to look at the evolution of stereo-
types internationally and beyond the English-speaking
world (United States or United Kingdom). Furthermore,
the longitudinal studies that we could find are focussed
on the television, so this contribution is important as it
allows us to analyse the changes made in radio advertis-
ing over time. Doubtlessly, the continuity of the study
will make it possible to document the presence, per-
sistence, appearance and/or disappearance of gender
stereotypes in Spanish radio advertising in the future as
society’s perception of these stereotypesmoves forward
and changes. In the same way, it opens the door to simi-
lar studies in other countries to obtain comparative find-
ings.We consider that the range of roles and stereotypes
presented in this research can be easily extrapolated to
other regions.
Finally, we should mention that most consumers
are accustomed to receiving advertising messages with
stereotyped content so that often we barely pay atten-
tion to them or we simply consider them as ‘normal.’
We hope that this study can 1) encourage insight on
the persistence of content that uses roles and stereo-
types traditionally assigned to women despite social
achievements, and 2) help activate our critical aware-
ness on the content of persuasive messages and the
image that they project regarding gender. In the same
way, a change in attitude towards gender equality would
be desirable, both from whoever commissions advertis-
ing and the people creating it. This research seems to
reveal a major disconnection between radio advertising
and society, demonstrated by the slow pace and diffi-
culty to transform stereotypical content of radio adver-
tising messages.
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